King of Miami In an innovative series that blurs the lines between fiction, reality and
comedy, comedian Dave Hill moves from his parents' basement in suburban Cleveland to
undertake a bold (if misguided) journey to become THE guy in Miami. Donning a fake
tan and an ill-fitting white suit, he aspires to become one of the beautiful people. He
interviews important Miami trendsetters - realtors, personal trainers and politicians - to
unearth the secrets to his potential success. Despite his "wannabe" persona in the series,
the real Dave Hill was just named one of the "10 Comics to Watch" by Variety Magazine
(2.28.07) (New Original Series - Premieres May 7 at 9:30PM ET/PT)

I Bet You - What happens when two best friends who are championship-caliber poker
pros decide to bet and dare each other on anything outrageous that inspires them? In this
high-energy series, Phil ("the Unabomber") Laak and Antonio ("The Magician")
Esfandiari wander the streets of America wagering on everything: from who can make
more tips tending bar, to who can find Danny DeVito's home using the Hollywood "Map
to the Stars," to who can better coach an amateur poker player. (New Original Series -
Premieres May 7. Every Monday at 9PM ET/PT)

The Show follows six driven and talented baseball prospects as they attempt to make the
leap from The Arizona Diamondbacks' Triple A affiliate to the major leagues. Viewers
will see what goes on beyond the dugout and why these guys will sacrifice almost
anything to achieve their dream: getting to "the show." Joe Mantegna (Godfather III,
Searching for Bobby Fischer) narrates. (New Series Premieres in Summer)

"This spring, we've brought back some of our viewers' favorite shows," said David Asch,
Senior Vice President of Programming, iN DEMAND Networks. "But we've pushed the
envelope by adding some truly unique original series. We hope this combination further
ingrains MOJO) as a destination for compelling, unique and uitimately entertaining
programming."

About INHD/MOJO" Since it launched in 2003, INHD has been a pioneer in hi-def
television and is among the most widely distributed HD networks on cable. It consistently
earns high marks from HD viewers for the pristine quality of its 1080i picture and Dolby
5.1 sound and ranks as a viewer favorite. MOJO was created exclusively for the
discerning male, with attitude, wit and style, and becomes the network name as of May 1,
2007. Original shows are about lifestyle interests including high tech, finance,
adventurous travel, music, cuisine and spirits. Other programming includes comedy-
reality series, high profile professional and college sports, movies, concerts and big
events. The network is 100% hi-definition and available as part of the hi-definition
offerings from such cable operators as Time Warner Cable, Comcast, Cox
Communications, Bright House Networks, Cablevision, Mediacom and Patriot.
INHD is owned by iN DEMAND Networks, whose shareholders are Comcast iN
DEMAND Holdings, Inc., Cox Communications Holdings, Inc., and Time Warner
Entertainment - Advance/Newhouse Partnership.

Production credits below: For all shows, Execative Producer for INHD is Emilio
Nunez. Siobhan Graham is Supervising Producer.



London Live is produced by 3DD Entertainment of London. Series Producer is Dominic
Lobo. Executive Producers are Andrew Higgie and Dominic Saville.

I Bet You is produced by NorthSouth Productions. Mark Hickman and Thom Hinkle,
Executive Producers.

Three Sheets is produced by Screaming Flea Productions. Matt Chan and Mike Kelly are
Executive Producers. Christina Kindwall is Field Producer.

Uncorked is produced by Helicon Media. Sandy Green is Executive Producer.
King of Miami is produced by Local Woman Films. Elyse Roth is Executive Producer.
The Show is produced by Al Roker Productions.

For more information, please write to pressoffice@indemand.com or call 646.638.8206.
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INHD's New Moniker: Mojo

“Mr. Mojo Risin', Gotta keep on risin' Risin', Risin""— “LA
Woman,” The Doors

By Mike Reynolds -- Multichannel News, 3/19/2007
Executives at In Demand certainly believe that their Mojo will keep risin' as well.

After rolling out a primetime programming block under the Mojo banner last June, the
cable industry's purveyor of movies, out-of-market sports packages and pay-per-view
events on May 1 will affix that name to its high-definition channel, currently called
INHD.

When Mojo debuts on May Day, the service will expand its original high-definition series
in primetime, aimed principally at “active affluent” males, according to CEO Robert
Jacobson.

The change will be supported by a multimillion-dollar marketing and advertising
campaign, with TV commercials featuring music and the “Mr. Mojo Risin' ” lyric from
The Doors' song “L.A. Woman.”

In Demand has been making headlines in recent weeks as the cable industry is engaged in
a high-profile battle with DirecTV Inc. to retain “MLB Extra Innings,” Major League
Baseball's out-of-market game package. (See story on page 8.)

Jacobson said the Mojo move has the backing of the cable industry and the company's
owners: Comcast, Time Warner Cable and Cox Communications. “The original
programming block has been performing well,” he said.

The rise of Mojo essentially dates back to when INHD launched on Sept. 15,2003, as a
service presenting enhanced movies and music programming. As In Demand executives
expected, the market for high-definition programming has grown, but there remains a
relative dearth of dedicated channels. None, they said, are specifically aimed at affluent
males ages 25 to 49 with a batch of original programs.

“Fortunately, we were right in our projections. We were confident that there would be
strong appeal for exclusive content aimed at high-end males,” said Jacobson. “We get a
lot of sampling and advertisers have responded to reach out to this sweet spot of
consumers.”

Jacobson said that since the premiere of the Mojo programming block last June, INHD
has achieved a 37% increase in ad revenue. INHD is available in about 6 million of the
approximately 7 million cable households that now get high-definition service.
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To tout Mojo's rise, In Demand senior vice president of marketing Stacie Gray said the
network is bringing hosts from a number of its original series to Los Angeles this week.
These include Bob Arnott from Dr. Danger, Zane Lamprey from Three Sheets and Dave
Hill from the upcoming series, The King of Miami.

The March 23 shoot is expected to yield taggable 30-second spots that operators will run
on cross-channel availabilities. Sixty-second spots and interstitials will also be created for
In Demand and Mojo's own air, as well as stills for the print portion of the campaign.

Gray said the hosts' “Mojo personality” will shine through, with the Jim Morrison version
of “L.A. Woman” in play.

“There was instant recognition for the song,” she said. The song will be slightly remixed
and embedded in the commercials.

Featuring the tagline “Welcome to the Club,” the multimedia campaign, slated to begin in
mid April and continue into June, will also feature online and outdoor elements, and
some consumer events in select locations.

Mojo's primetime lineup features commissioned original programs and acquired first-run
-and U.S. exclusive series on Sundays, Mondays, Wednesdays and Saturday from 9 p.m.
to midnight Eastern time. The block then repeats for the Pacific time zone. Sports
(Tuesdays), movies (Thursdays) and music (Fridays) dominate the schedule the other
nights.

Last Wednesday, Mojo premiered Uncorked with Billy Merritt, in which the comedian,
who prefers beer, tries to get sophisticated about wines, and Three Sheets, featuring
comedian Larnprey's travelogue/pub crawl. The month before, the second season of
music showczase London Live hit the air.

On May 7, faux reality series King of Miami will find comedian Hill trying to become
“the guy” in that city, while I Bet You showcases a pair of professional poker buddies
trying to one up one another — whether getting more tips from tending bar or finding
Danny DeVito's home via Hollywood maps. This summer, Mojo will follow six Arizona
Diamondbacks Triple A prospects trying to find their way to The Show.

David Asch, senior VP of programming at In Demand, said Mojo has also given green-lit
sophomore seasons of Dr. Danger and Wall Street Warriors.
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Q&A: Robert D. Jacobson, In Demand
Networks

On the Demise of INHDZ2, and Rebranding of INHD Into Mojo
By James Hibberd

Earlier this week, In Demand Networks announced its 4-year-old general entertainment
channel INHD was going to re-brand into a men's network called Mojo. The news came
five months after In Demand folded its other channei, INHD2. .

In Demand is owned by a consortium of cable operators, including Comcast, Cox and
Time Warner. When INHD and INHD?2 launched in 2003, some considered the networks
to be "placeholders"—a way for cable operators to stock an HD tier until audience
favorites such as USA, TNT and A&E launch their own HD channels.

By late last year, most major cable networks either had an HD channel or were making
plans to launch one as part of DirecTV's push to carry 100 HD channels by the end of
2007. In this increasingly crowded field, In Demand's two channels were under
increasing pressure to do more than simply fill space.

So INHD2 was quietly folded, while INHD will rebrand May 1 as Mojo, adopting the
identity of the network's prime-time original programming block. Since debuting the
block last summer, In Demand said it has seen a 37 percent increase in advertising
revenue.

Mojo will feature original unscripted original programming such as "Uncorked With
Billy Merritt," a "guy's guide to wine" where comedian Mr. Merritt travels to vineyards
and restauranis; "I Bet You," with poker pros and longtime friends Phil Laak and Antonio
Esfandiari traveling the country making bets on anything and everything; "The Show,"
about a group of baseball players attempting to transition to the big leagues; and "London
Live," a concert series. '

TVWeek spoke to Rob Jacobson, president and CEO of In Demand Networks, about the
brand change, INHD?2 and whether Mark Cuban is correct when he says Mojo is still just
reserving a space.

TVWeek: How was the rebranding decision made?

Mr. Jacobson: We launched the channel back in September 2003, and we knew the time
was going to come when it was no longer enough to be about technology, it was going to
be about programming and having a brand that stood on its own.




TVWeek: So you're saying from the very beginning, INHD was planned to become
something else?

Mr. Jacobson: No. From the beginning, INHD was developed to serve the needs of cable
operators to satisfy people's desire for more HD programming. In order for the channel to
stand for something other than high definition, we always had planned the channel would
evolve and have an independent identity.

We didn't know what [identity], we only knew the channel lineup was going to get very
cluttered with well-established brands.

At the same time, we were evaluating the programming landscape to make sure we had a
programming landscape that was sustainable.

TVWeck: But you didn't just have INHD, you also launched INHD?2.

Mr. Jacobson: We launched both at same time. In 2003, when the channels were
conceived, there was very little in the way of HD programming. The channels were in
part to meet that demand and appetite.

The second channel was to some degree a bandwidth-efficient response to what the cable
operators were going to do locally. INHD2 was often preempted by regional sports
networks. A lot of those regional sports networks are now stand-alone channels in HD.
We could take the best programming from INHD and INHD?2 and meld them together
into Mojo.

TVWeek: You're referring to being what some call a placeholder. I asked Mark Cuban
about the Mojo rebranding. He said INHD and Mojo "were, and are, a placeholder for
third-party programming, like the NBA, NHL and others." So is Mojo still a placeholder
or are you here to stay?

Mr. Jacobson: Had we not done what we did, Mark might have been right.

He's going to confront some of the same challenges that we did—a channel nomenclature
that is just about the technology. We need to be about something other than the
technology, and that's what Mojo is.

As many men watch television, there are not many {channels] that speak to the active
affluents—men making more than $100,000 a year and who are active. It's a sustainable
channel option.

To some degrze, Mark's comment might be wishful thinking: If we're a placeholder, then
it could clear up some bandwidth for his channel.

TVWeek: Are upscale men really underserved? There's HBO, SpikeTV, G4, Comedy
Central, ESPN and others.

Mr. Jacobson: Spike, to me, skews younger. Comedy Central isn't as male-centric as
Mojo. We knew we wouldn't compete with ESPN on sports, or USA and TNT as general

entertainment programming,

TVWeek: Why do original programming instead of acquired?




Mr. Jacobson: Ultimately, if you are going to be a branded destination, you are going to
be about originals. Strategic acquisitions are always helpful. On HBO, people watch the
movies, but {the network is] known for 'The Sopranos.'

TVWeek: HC' programming tends to be movies, sports, nature, music and high drama.
You're doing a lot of reality programming, which is usually the last type of programming
to get upgraded to hi-def. Are these shows really the best fit for a pure-HD network? Or,
at this point, since everybody is going HD, is the HD aspect sort of beside the point?

Mr. Jacobson: [t's a really good point.

You have to look at the day when it's not about the technology anymore. It's about the
programming.

One of the things cable operators really like it that it's 24/7 programming in HD and 5.1
surround sound.

But you have to look at the road ahead, three to five years from now, when ali
programming is in HD. You don't want to be the Color Television Channel.
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= Best HD target audience is males from 25 to 49.

Source: The Yankee Group’s 2003 Digital Home Entertainment Survey.

= Interest is highest among homes with incomes
m.,UOA\Aw %HOOuOOO. Source: The Yankee Group's 2003 Digital Home

Entertainment Survey.

= Households earning about $100,000 annually
are the most likely buyers of HDTV monitors.

source: Louisville Courter Journal, 2003.
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fiefore the
Fedorsl Commuonications Comnsissisn
W&m&i’ngﬁ&n, B0 20884

}
HERRING BROADCASTING, INC., }
Complalnant, } _ ,
} File No, C8R-7709-F
V. J '
}
TIME WARNER CABLE, iNC }
Defondant ¥

.' ﬁ&ﬁ?‘&%ﬁﬁ&n of Mark Kersey

I Mark Kersey, under penalty of pegfucy, hereby swear and affirm ;gggfsﬂméﬁg} __

i My name is Mark Kersey, and | am President of Kersey ﬁmﬁ |
Strtegics. | make this declarativn in rebuttal 1o portions of the declaration of Siacie
Gray, and in support of WealthTV's reply 1o the mswer of Time Warner Cable Ine. to
Weakth TV s camplaim, | | . |

2. During the fourth quarter af?:ﬁﬁ?,‘ WeahhTV retained aic;it; my
capacity as Prosident of Kersey Research Steategies, 1o monitor, fora pem& of 60 :.iays, |
and tabulate viewer feodback responses. from Waaiﬁh‘i‘v smﬁscnism

3 These mmm were cellected ﬁzzm:gh & Communt f‘m iwmz on’
the wet:sﬁae of WenlthTV and were delivered ﬁ:mst!y e, WealihTv tf&i swot-act, in |
any way. as an intermediacy in the deflvery of the responses, ‘I’%:is includes, but it t&ai; o
limited to, aggrogating date, reviewing and ﬁisﬁﬂing data, or mﬁaﬁmﬁﬁg or |
manipulating dats in my way, | |

——e e . 5 R AR SR . R e LT y—— D v e i e e el .




4 Based on this data, | found ihat Wealih TV viewérship
demographics breakdown ag follows:

Spw
35 and Older 3%
21-34 A
Under2§ %

Gender -
© Male 76%
Female : i

lneome : o
SB000and Up 2%
$75.000-8124999 33%
$30.000-874,999 2%
$35,000-549999 14%
$25,000.834,999 4%
$135,000-824,999 1%
Under 315,000 4%

Pursuant (o 28 U.S.C. § 1746, { declare wndder penalty of pecfury that th foregoing
iz true and cormet. ' : SR

Ailey
Mark Kersey / |
Dated: Yebmary 22, 2008 "




“Start-Up Cable Company to Focus on the Rich”, Rachel Laing, San Diego Union Tribune,
January 21, 2004
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success of an emerging network, and WealthTV specifically, to gain {:aﬂiagé on FWEC ;is‘ 1
eritical to lopg-term suocess and viability, | | |
6. Fusther. Faver that §have read the complaint and reply inthis
matier. To the best of my knowledge. information and beliof formed afler reasonalife
ingaiiry, the complamt and reply are well grounded in Gt and are warranted under
Comnnssion regulations and policies. The complaiat in not interposed for any improper

PUFROsE,

Charles Herring

&-e
Subseribed wnd sworn before me this %Li day of February, 2008.
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